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S E R B I A



The approach 
at a glance

By definition, a new product generates value

- as it starts from 0. But to evaluate its 

success you need to know: How far it helps 

your brand in terms of incremental value? 

How far it helps the category to grow?

Time comparison is the right starting point –

but not enough, because it does not consider 

other influencing factors in the market: What 

would have happened even without the new 

product? 

Launch Impact Evaluator (LIE) considers 

more: the impact of the product launch is 

extracted from the general market trends, by 

considering buyer in relation to the non-buyer 

behavior.
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But how to 
measure?

Time comparison is the right starting point – 

but not enough:

Because it does not consider other 

influencing factors in the market: 

What would have happened even without 

the new product?
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But how to 
measure?

For products without history, we need time- 

plus control group comparison

Launch Impact Evaluator considers more:

In addition to the time comparison, it extracts 

the impact of the product launch out of 

the general market trends (by taking into 

account buyer in relation to the non-buyer 

behavior)
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Category purchase of 

Buyers of the 

new product

prior to launch post to launch prior to launch post to launch

Launch driven category growth

Not-launch driven category growth

as non-buyers also increase

Category purchase of 

Non-Buyers of the new 

product



 

In addition, the algorithm considers and 
separates incremental vs. sourcing effects 
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Sourcing effects:

Measures to what extent the new product 

sources sales from:  

▪ own portfolio vs.

▪ other brands

100%

Total sales 

of the new 

product

Our smart 

algorithm 

separates and 

quantifies 

uplift and 

sourcing effects, 

so that the sales 

can be 

decomposed:

Category Increment effects:

Measures to what extent the new product pushes 

higher category purchase, contributing to all parties’ 

growth

40%

60%



 

Result: a decomposition of the generated launch 
sales into real incremental vs cannibalization
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Sales Decomposition of the new product sales into:

Brand

Canbalization

Brand

Increment

Category

Increment

100%

32%

27%

41%

How much 

is incremental?

Total sales of 

the new product

Where does the 

new product source from?

174

145

132

112

Own Brand A

Comp B

Comp C

Comp D

…
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Results
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Summary / Key findings
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• Regardless of their CC Cherry purchasing, Coke Cherry buyers were driving the SSD category growth in MAT Q1 

2024/23

• In case of Coca-Cola Cherry we see an uptrading effect, as its launch generated higher increment on value than on 

volume.

• 55% of Coke Cherry sales in the first 12 months since launch was category increment, compared to 40% volume. 

On the other hand, 45% of Coke Cherry sales and 60% volume was generated through sourcing from other TCCC 

and competitor brands. 

• 19% of overall volume Coke Cherry sourced from Private Labels, and almost the same volume from Pepsi variants –

mostly from Pepsi Max/Twist. However, relative to market shares of these competitors, sourcing from Pepsi 

Max/Twist was more overproportional compared to Private Labels. 8% of sourcing volume was from Cockta Original

• Overall 15% of Coke Cherry volume was generated through cannibalisation of own (TCCC) brands. Out of that, 11% 

was sourcing from Shweppes excl Schweppes Bitter Lemon, and 4% from Fanta excl. Fanta Orange. It seems that 

Coke Cherry hadn’t cannibalized volumes of other Coca-Cola variants.



 

Category trend within buyers and non-buyers of 
Coca-Cola Cherry
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40,892

MAT Mar 2023

(prior to launch)

MAT Mar 2024

(post-launch)

Coke Cherry

47.013

+15,0%

170,713 175,022

MAT Mar 2023

(prior to launch)

MAT Mar 2024

(post-launch)

+2,5%

129,821 129,529

MAT Mar 2023

(prior to launch)

MAT Mar 2024

(post-launch)

-0,2%

Total SSD

Volume (000 L)

Total SSD Volume (000 L)

by Coke Cherry buyers

Total SSD Volume (000 L)

by Coke Cherry non-buyers



 

Category trend within buyers and non-buyers of 
Coca-Cola Cherry
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2,996,257

MAT Mar 2023

(prior to launch)

MAT Mar 2024

(post-launch)

Coke Cherry

3.809.451

+27,1%

12,180,749

13,870,597

MAT Mar 2023

(prior to launch)

MAT Mar 2024

(post-launch)

+13,9%

9,184,492
10,212,074

MAT Mar 2023

(prior to launch)

MAT Mar 2024

(post-launch)

+11,2%

Total SSD

Value (000 RSD)

Total SSD Value (000 RSD)

by Coke Cherry buyers

Total SSD Value (000 RSD)

by Coke Cherry non-buyers



In case of Coca-Cola Cherry we see an 

uptrading effect, as its launch generated 

higher increment on value than on volume.

55% of Coke Cherry sales in the first 12 

months since launch was category 

increment, compared to 40% volume.

45% of Coke Cherry sales and 60% volume 

was generated through sourcing from other 

TCCC and competitor brands. 
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Coke Cherry 
incremental

40%

45%

15%

MAT Mar 2024

Category

Increment

Sourcing from

other brands

Sourcing from

own brands

55%

30%

15%

MAT Mar 2024

COCA-COLA CHERRY

VOLUME

COCA-COLA CHERRY

VALUE



 

Coca-Cola Cherry, MAT Mar 2024
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40%

45%

15%

Category Increment

Sourcing from other brands

Sourcing from own brands

1,521

VOLUME SOURCING (ranked by index):

Index

(sourcing share related to market share) % share at other brands sourcing 

2,149

1,605

1,243

356

235

24

Pepsi Max & Pepsi Twist

Private Labels

Cockta Original

Pepsi

PCI Others

ReMix Knjaz

Cockta Blondie & Cockta Free

Other brands

0

0

0

0

Coca-Cola Original

Coca-Cola Zero

Fanta Orange

Schweppes Bitter Lemon

Sprite

0

0

0

0

0

Schweppes Others

Fanta Others

16.7%

11.1%

18.9%

8.3%

3.6%

1.0%

0,0%

0,0%

0,0%

0,0%

0,0%

0,0%

0,0%

0,0%

0,0%

Total sales

Volume

(000 L)



 

Coca-Cola Cherry, MAT Mar 2024
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55%

30%

15%

Category Increment

Sourcing from other brands

Sourcing from own brands

150,928

VALUE SOURCING (ranked by index):

Index

(sourcing share related to market share) % share at other brands sourcing 

2,851

2,007

1,420

249

79

29

18

Pepsi Max & Pepsi Twist

Schweppes Others

Private Labels

Cockta Original

Pepsi

Fanta Others

Schweppes Bitter Lemon

Coca-Cola Original

Coca-Cola Zero

Cockta Blondie & Cockta Free

Fanta Orange

PCI Others

ReMix Knjaz

Sprite

Other brands

0

0

0

0

0

0

0

0

15.4%

14.4%

8.7%

4.3%

2.0%

0.4%

0.3%

0,0%

0,0%

0,0%

0,0%

0,0%

0,0%

0,0%

0,0%

Total sales

Value

(000 RSD)



19% of overall volume Coke Cherry sourced 

from Private Labels, and almost the same 

volume from Pepsi variants – mostly from 

Pepsi Max/Twist. 

However, relative to market shares of these 

competitors, sourcing from Pepsi Max/Twist 

was more overproportional compared to 

Private Labels.

8% of sourcing volume was from Cockta 

Original
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Coke Cherry 
sourcing from 
competition

COCA-COLA CHERRY VOLUME

SOURCING FROM COMPETITION

16.7%

18.9%

8.3%

1.0%

0,0%

0,0%

0,0%

0,0%

Pepsi Max & Pepsi Twist

Private Labels

Cockta Original

Pepsi

PCI Others

ReMix Knjaz

Cockta Blondie & Cockta Free

Other brands
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40%

45%

15%

Category Increment

Sourcing from other brands

Sourcing from own brands

1,521

total sales

volume (000 L)

Coca-Cola Cherry -  VOLUME SOURCING FROM OTHER BRANDS (ranked by index):

Index (sourcing share 

related to market share)

% share (pts) at other brands 

sourcing 

2,149

1,243

356

24

Pepsi Max & Pepsi Twist

Private Labels

Cockta Original

Cockta Blondie & Cockta Free 0

Pepsi

PCI Others

ReMix Knjaz

0

0

Other brands 0

16.7%

18.9%

8.3%

1.0%

0,0%

0,0%

0,0%

0,0%



Overall 15% of Coke Cherry volume was 

generated through cannibalisation of own 

(TCCC) brands.

Out of that, 11% was sourcing from 

Shweppes excl Schweppes Bitter Lemon, 

and 4% from Fanta excl. Fanta Orange

It seems that Coke Cherry hadn’t 

cannibalized volumes of other Coca-Cola 

variants.
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Coke Cherry 
cannibalization COCA-COLA CHERRY VOLUME

SOURCING FROM OWN BRANDS

11.1%

3.6%

0,0%

0,0%

0,0%

0,0%

0,0%

Schweppes Others

Fanta Others

Coca-Cola Original

Coca-Cola Zero

Fanta Orange

Schweppes Bitter Lemon

Sprite



 

Coca-Cola Cherry, MAT Mar 2024
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40%

45%

15%

Category Increment

Sourcing from other brands

Sourcing from own brands

1,521

total sales

volume (000 L)

Coca-Cola Cherry -  VOLUME SOURCING FROM OWN BRANDS (ranked by index):

Index (sourcing share 

related to market share)

% share (pts) at other brands 

sourcing 

1,605

235

Schweppes Others

Fanta Others

Coca-Cola Original

Coca-Cola Zero

Fanta Orange

Schweppes Bitter Lemon

Sprite

0

0

0

0

0

11.1%

3.6%

0,0%

0,0%

0,0%

0,0%

0,0%
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